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PREFACE 
In the couple of years there came tremendous change in the 
telecommunication sector. This is due to the changing economy, 
globalisation and change in social values. 
Telecommunication is perhaps the most breadth taking business of 
the twentieth century. The ubiquitous telephone is being freed of its wire 
while new products like pagers, cordless and mobile phone came into 
existence. Computer entails faster and better network communication 
and they will integrate their services. At the same time cost are being 
pushed down the world over, the innovative services are being Introduced 
almost as fast as people can buy them. With the v^rld becoming global 
village where everything is linked together, the importance of 
communication was never so great. 
The revolution has also begun in India. For years Indians had to 
struggle with the inefficient service of the telephone department. However, 
now a host of private sector companies are poised to enter the market 
of the Plain old Telephone Service (PUTS) market. Thus, there is a stiff 
competition in the market. Therefore, it is essential for the companies to 
study market, behaviour of the consumer and preferences of the people 
and then to modify their product and services accordingly. 
Do you th ink i t ' s smart 
to miss a business opportunity. 
'i^it-*-* 
to be stuck to a telephone for ai ant call. 
to be unable to call when you need to. 
'.^1 ^% 
m^ 
;«'%« 
to still be without a cellular phone. 
iips«iftfc|i 
Thousands of smart people have discovered the power^the cellular phone, thanks to Escourf Smartfone Swvice, 
the largest circle cellphone operator in India and the market leader in each of Ite three cir^esof Uf? (\A0, Hafyanaand 
Kerala. Its wider coverage, sur>erior service and value packageslUMe given them 4ie power to be in toudi, to be 
informed and to stay ahead. All for an average bill of less than Rs.900a^nth. Shouldn't you beone of ttiem? 
Get smart. Get on to EBOOTEU 
Chapter-I 
Introduction 
( I ) 
HISTORY OF TELECOM IN INDIA 
(1985-1997) 
Telephone was invented by Grahm Bell in 1876 in U.S.A. Earlier the 
telephone was limited only to the wealthy class, but with time, the 
consumers realised its utility due to which it gained rapid acceptance. 
The technology was very basic, where there use to be full time 
telephone operators connecting people. 
It was brought to India by the British, during colonization given below 
or the major events in a chronological order showing the growth of 
telecom industry in India. 
1885 
In this year Indian Telegraph act was established which had set the 
legal frame work for regulating the telecom sector. This act also 
recommended government's monopoly in this sector. 
1985 
In 1985, Department of Telecommunication (DOT) and Telecom 
board was set up. Their formulation had led the foundation for the 
present day structure of the company. 
( 2 ) 
1986 
In this year, MTNL and VSNL were formed. This was done with a 
view to offer monopoly domestic services in Delhi, Mumbai and 
International services. 
1989 
Telecom board, which was established in 1985 was renamed as 
Telecom Commission developed in India. 
1991 
Liberalisation of equipment and value added services market tender 
were invited for paging and cellular licenses, also licensing for paging 
and cellular licences, also requirements for equipment manufacturing 
was removed. 
1992 
15% of VSNL and 20% of MTNL was sold for these companies. 
1994 
National Telecom Policy was formulated, this allowed private sector 
involvement in fixed v^re and establishment of independent operator. 
In the same year paging licences were issued. Licences were issued 
( 3 ) 
to 16 paging operators covering 27 major Indian cities, tenders were 
invalid for further 18 telecom cities. 
Cellular licences were issued in the same year. Licences were 
issued to 8 operators in four metres. 
1995 
Tenders were invited for basic services across India. Tenders covers 
20 telecom circles with one fixed wire and two cellular network 
licences an offer per circle. 
Licences for cellular services were signed for several cellular 
services in the circles. 
1996 
LOIs for basic services were issued to bidders from the first and 
second round of bidding for basic services. None of LOI holders 
were able to sign to licence in stipulated time, hence the deadline 
was extended. 
1997 
Lucent Technology of the US formerly AT and T's systems and 
technology business was awarded the contact by ESCOTEL earlier, 
this year to build the GCM cellular telephones, network in there circles 
given to ESCOTEL. 
( 4 ) 
CELLULAR TELEPHONE/GSM TECHNOLOGY 
A cellular telephone systern is a mode of communication without 
wires it uses limited radio frequencies through a network of transmitters 
& receivers . The coverage area is divided into honeykomb type cells & 
each cell is equipped with one base station \Nh\ch is a transmitting & 
receiving centre. These stations are connected to the mobile switching 
centre (MSC). 
On August 23rd 1995, the control of wire in Indian telephone was 
challenged. It was at Calcutta that the first call on mobile phone was 
made, since then, cellular telephone has spread to Mumbai, Delhi and 
Chennai attracting an estimated 1.3 lakh subscribers. 
Though the market is underdeveloped for this kind of product, 
companies are encouraged by cell phone story elsewhere in the world. 
In Australia for example Telstra took seven years to get its first one million 
subscribers, the second million came in just one year, the third in nine 
months. 
The conventional telephone network should have sent frustrated Indian 
customers rushing straight for the cellular phone. Handset prices as well 
( 5 ) 
as the cost of using the service prevented the figures of converts from 
getting even larger. For much of the first twelve months handset price 
range between a discouraging Rs. 25,000 to 50,000 and the airtime 
charges upto Rs. 2.80 per second compelled introspection. On a fixed 
line phone a user gets 150 free local calls. Even after that each additional 
call generally of three minutes duration costs only Rs. 0.80. 
While the airtime charges are explained by the low volume of traffic 
import duties led to the exorbiant handset priced at about Rs. 30,000/-
here. The high Import duty encouraged the birth of the grey market 
which, today has a nearly 50% market share. The smuggled prices have 
declined by 50% over the past years. Analysis feels that the market is 
now at the take off stage. Many factors are at work, for one the import 
duty in the last budget has been reduced to 30% plus 2% import surcharge 
as a consequences the prices of expensive instruments will fall up by 
upto Rs. 3000/-. However, there may not be any impact on the low priced 
handsets because the handset which is priced at about Rs. 10,000/- is 
already heavily subsidised. 
The introduction of the recent announced world I network will also 
prove to be a boom of buyers, nine cellular operators have joined to offer 
(fi) 
roaming facility to their subscribers. This use their SIM card as well as 
phone numbers in other metros. Among the often growth factors could 
be the gradual but rising popularity of the internet. As airtime charges 
drop, consumers airtime charges drop, consumers could begin using cell 
phones to access the internet if their fixed line phones are down. 
GSM - Global system mobile communication 
In 1993, the leading European PTTs combined to design a new 
technology that was intended to become a pan-European standard. In 
1987, these founder countries drew up a MOU in which they invited any 
mobile telephone operator across the world to sign, irrespective of their 
nationality. 
At the outset, the name GSM was selected by the European 
committee for PTTs and is derived from the French name Group Special 
Mobile. But to simplify matter in 1989 it was changed to the name global 
system for mobile communication and this remains to this day. 
Q> 
Touch in g Lives Wi th Technology. 
It's not what technology can do for you. 
It's what you can do with technology. 
V)u can, for one, change hves. 
Like Escorts did. By giving India its first indigenous tractor. 
A line-up of a wide range of motorcycles. And the finest earth moving equipment. 
All of which spurred agricultural and industrial activity in the country. 
With technology you can e\cn save lives. 
And that's just what Escorts is doing at .Asia's most modern heart care centre. 
\bu can also use technolog)' to add value. I he First Pacific «a\ 
Rrst Racific is the company that pioneered digital cellular technology in Hong Kong. 
And used innovative strategies to enable the widespread use of cellphones among the 
populace in the Philippines. 
Now, Escorts and First I^cific are putting the finest technolog\' 
to v\ork for India. With Escotel. 
Escotel will bring the world standard GSM technology to its cellular networks in 
Haryana, Kerala and Uttar Pradesh (West). The GSM system, 
the latest and fastest growing digital technology in mobile communication, 
currently operates in over 70 countries worldwide. 
Very soon, this system will form a communication umbrella, sans wires, and integrate 
different countries. Allowing you to use your mobile phone just about anywhere. 
Chapter-2 
Industry Profile 
( 7 ) 
INDUSTRY PROFILE 
Todays changed business conditions have forced the workers to 
move around often. At the same time they need to be in touch with so many 
people. This generated the need of cellular phone. 
In this age of liberalisation, privatisation and globalisation, entry of 
mobile phone is welcomed by business executives In particular. 
Cellular phone network was initially launched in four metropolitan 
cities; Delhi. Calcutta, Bombay & Madras. Now this network is rather 
extended to other regions as well. Private service operators run the network 
facilities. In each city or region, two private operators are provided licenses 
to operate cellular services 
The cellular phone services should have come far earlier feel 
executives in the business. But messy litigations about the choice of 
operators delayed introduction of cellular phone in India. 
Infact, the opening up of the Indian economy has brought about a 
revolutionary change in telecommunication by bringing in cellular phones in 
India as basic facility to provide telephone connection is in very bad shape. 
Although governemnt promised that there'will be no waiting listfor telephones 
by 1997. But the latest estimates show that more than three million persons 
are still waiting for the telephone connection. Now the deadline for the 
(8 ) 
elimination of waiting list has been extended to year 2000 A.D. This is 
because every time the government provides 10,000 telephone connections 
the waiting list swells by 14.000. This has created an opportunity for the 
private provider of basic communication services to trap those segment of 
the customers who are in waiting list or rather unsatisfied with the 
government's basic communication services. 
Contd... 
(«?) 
Government has divided the total India into 20 circles with two 
cellular players in each circle. 
INITIALLY CIRCLE BID FOR 
Name of Bidder Co. Al l iance Partners Circles Bid for 
Aircell Digilink 
Bharti Telenet 
Biria Communication 
BPL US West 
Cellular Comm. 
Escotel Mobile 
Fascel Ltd. 
Hexacom 
Hiduja-HCL 
JT Mobile 
Koshika Telecom 
pines)Telecom (Finland) 
Modi Comm 
Reliance-Nynex 
Tata Comm 
Sterling Computer. 
Swiss PTT (Swz) 
Bharti Telecom, 
Stet (Italy) 
Aditya Birla. McCaw/ 
AT4T(USA) 
BPL US West (USA) 
RPG. Air Touch (USA) 
Escor ts , First Pacific 
(Hong Kong) 
HFCL. Bezeq (Israel). 
Shinawaf ra (Thailand), 
AIG(USA) 
Shyam Telecom, 
Telecommunication 
Consultant of India^TCIL) 
Mobile Telecom Co of 
Kuwait 
Ashok Leyland, H C l 
Singapore Telecom 
Indchem. Sanmar. Jasmine 
(Thailand). Telia (Sweden), 
ToT (Thailand) RK Asso 
Usha India, PilTel (Philli-
UP(E) . UP(W) 
B K Modi. Motorola/ 
Distacom (USA) 
Reliance. Nynex (USA) 
Tata Bell Canada (USA) 
Har.Pun.Raj.UP(E) 
Har.HP.Pun 
Guj.Kar.Mah 
AP.Guj.Kar.Ker.TN 
Mah.Pun 
AP.Guj.Kar.Mah.MP 
TN.Pun 
Har.K*r.Pun.UP(W) 
Guj.Har.Kar.Mah, 
Pun, Raj. UP(W) 
AP.Kar.Ker.NE.Pun. 
Raj. 
AP.Guj.Pun.TN 
AP,Har,Kar,Pun 
Bih.Har.Oris.Pun.RaJ 
AP.Kar.Pun,Raj, UP 
(E). UP(W) 
All.except A&N Island 
and J&K 
AP.Guj.Kar,Mah,Pun 
( i n ) 
FINALLY CIRCLE AWARDED 
New Cellular Service Providers 
Name of Bidder Co. 
Aircell Digilink 
Bharti Telenet 
Biria Communication 
BPL US West 
Cellular Comm. 
Escotel Mobile 
Fascel Ltd. 
Hexacom 
Hiduja-HCL 
JT Mobile 
Koshika Telecom 
Modi Comm 
Reiiance-Nynex 
Tata Comm 
Alliance Partners 
Sterling Computer. 
Swiss PTT (Swz) 
Bharti Telecom, 
Stet (Italy) 
Aditya Birla. McCaw/ 
AT&T(USA) 
BPL US West (USA) 
RPG. Air Touch (USA) 
Escorts, First Pacific 
(Hong Kong) 
HFCL. Bezeq (Israel), 
Shinawafra (Thailand). 
AIG (USA) 
Shyam Telecom. 
Telecommunication 
Consultant of India (TCIL) 
Mobile Telecom Co. of 
Kuwait 
Ashok Leyland. HCL 
Singapore Telecom' 
Indchem. Sanmar. Jasmine 
(Thailand) Telia (Sweden). 
ToT (Thailand) RK Asso 
Usha India: PilTel (Philli-
pmes) Telecom (Finland) 
B K Modi. Motorola/ 
Distacom (USA) 
Reliance Nynex (USA) 
Tata. Belt Canada (USA) 
Circleswarded 
Har. Raj. UP (E) 
HP 
Guj. Mah 
TN, Ker. Mah 
MP 
Har. Ker, UP (W) 
Guj 
NE. Raj 
TN 
AP, Pun. Kar 
Bih. Oris. UP{W). UP (E) 
Kar. Pun 
Asm. Bih. HP. MP 
WB. NE. Oris 
AP 
( 1 1 ) 
In metros. substantial portion of cellular market comprises qf top 
executives of business houses foreign organisations and media personnel. 
Generally marketers are optimistic about tracking prospective customers in 
metros but seem less certain about rest of the country. It is due to lack of 
intercity commercial activity in non-metros. Subscribers are generally smalt 
time businessmen. Their awareness level and disposable income are also 
low. So, to induce them to get cellular connection is comparatively tedious 
job. So, economy of scale works in metros resulting in cheaper rates 
whereas cellular services become comparatively costlier in non-metros. 
Different Cellular Operators In Metropolitan Cities 
City Subscriber India Foreign Collaborator 
Delhi 135,000 
Mumbai 98,000 
Calcutta 76,000 
Chennai 40.000 
Bharti Cellular 
Essar Cellphone 
Hutchison Max 
BPL System 
Usha Martin 
Indian Telecom 
SkyceilCommun. 
General Des 
Excel Emtel 
Mobile System 
Cellular Communication 
International 
Hutchison whoampoa 
France Telecom 
Telecom Malaysia 
Telecom Australia 
Bell South 
Escotel & Ushaphone provide mobile phone services in western U.P. 
Coming to Aligarh, 50% customers of Escotel are exporter's & traders, 22% 
are manufacturers and 15% are professionals. 
(12 ) 
Initial investment in cellular industry is very enormous. Four metros 
demand the investment of Rs. 2,300 crore over a period of five years in 
equipments only. Escotel plans to spend Rs. 1,400 crores over first four 
years and Rs. 3,00 crores over a period of ten years. 
Cellular telephony system uses Irmited radio frequencies through a 
network of transmitters and receivers. The coverage area is divided into 
honeycomb type cells and each cell is'equipped with one Base Station 
v^ hich is the transmitting / receiving centre. 
These stations are connected to the Mobile Switching Centre (MSC) 
which controls the entire network and is connected to the DOTf ixed telephone 
network. Escotel has ensured a systematic distribution of base stations to 
ensure maximum coverage. The use of radio waves as the communication 
link eliminates the use of wires that tie one down to one point. As long as 
one is in the Cellular services area, whether one is moving or stationary, one 
remains connected at all times. 
Contd... 
(13 ) 
Cellular Network Suppliers by Circles 
Circles 
Andhra Pradesh 
Assam 
Bihar 
Gujarat 
Haryana 
Himachal Pradesh 
Karnataka 
Kerala 
Madhya Pradesh 
Maharashtra 
North East 
Orissa 
Punjab 
Rajasthan 
Tamil Nadu 
UP (East) 
UP (West) 
West Bengal 
Operators 
Tata Comm 
JT Mobile 
Reliance Telecom 
Koshika Telecom 
Reliance Telecom 
Biria Comm 
Fascel Ltd. 
AircellDlgil ink 
Escotel Mobile 
Bharti Telenet 
Reliance Telecom 
JT Mobile 
Modicom 
BPLUSWes t 
Escotel Mobile 
Cellular Comm. 
Reliance Telecom 
BirIa Comm 
BPL US West 
Hexacomm 
Reliance Telecom 
Koshika Telecom 
Reliance Telecom 
Modicom 
JT Mobile 
Hexacomm 
AircellDigil ink 
BPLUSWest 
HHS Comm 
Koshika Telecpm 
Aircell Digilink 
Koshika Telecom 
Escotel Mobile 
Reliance Telecom 
Network Suppliers 
Nokia 
Ericsson 
To be decided-1 
Alcatel 
To be decided-2 
Ericsson 
Nokia 
Siemens 
Lucent 
Ericsson 
To be decided-3 
Ericsson 
To be decided-4 
Motorola(radio) / Nokia 
(Switch) 
Lucent 
Ericsson 
To be decided-5 
Ericsson 
Motorola (radio)/Nokia 
(Switch) 
Ericsson 
To be decided-6 
Alcatel 
To be decided-7 
To be decided-8 
To be decided-9 
Ericsson 
Siemens 
Nokia 
To be decided-10 
Alcatel 
Siemens 
Alcatel 
Lucent 
To be decicled-11 
(14 ) 
Escotel Mobile Communications Ltd. is yet another operator who is 
confident of doing well, and has also managed to stay out of the limelight. 
Rajan Nanda. Chairman, Escorts group, said that they intended to be 
the market leader in their respective circles. In the first phase, they have 
planned 16 towns and 70 cell sites and three switches. 
These include the high growth areas such as Meerut. Agra, Ambala. 
Panipat, Ernakulam. Trivandrumand Calicut. The three switches in reference, 
have already been commissioned in ErnaKulum (Kerala). Sonepat (Haryana) 
and Meerut (UP West) by Escotel. 
Nanda added that they aimed atmaking the handsets affordable, 
looking at usage, not numbers, and tariffing something that was affrodable. 
Manoj Kohii, CEO and executive director, Escotel added that they would 
also cover the high potential rural belts. 
Escotel has awarded the network contract to Lucent, who will also 
install a backbone of microwave communication in the three circles. A 
state-of-the-art customer service and billing system is being-implemented 
by SEMA group of the UK 
Escotel opened its bookings for cellular services in Agra and Meerut 
on Aug. 15, marking the country's 50th independence day. Bookings for 
Kerala opened on the Onamfestival day of Aug. 19. 
By the end of the ft>u»^year, they plan to cover all principal towns and 
cities in their circles. The plan to have 200,000 subscribers in the three 
circles by the end of the fourth year. 
[\^) 
Cellular Licence Fees (in Rs. mi l l ion) 
Circles Operator-1 Lincece fee Operator-2 Licence fee 
Category A Circles 
AP 
Gujarat 
Karnataka 
Maharashtra 
Tamil Nadu 
Haryana 
Kerala 
MP** 
Punjab 
Rajasthan 
UP(E) 
UP(W) 
WB* 
JT Mobile 
Biria Comm 
Modi Comm 
BirIa Comm 
BPL US West 
AircellDigil ink 
US West BPL 
Cellular Comm 
Modi Comm 
AircellDigil ink 
Koshika 
Escotel 
Reliance 
10.010.00 
17.940.00 
13930.00 
16570.00 
6360.00 
Category B 
2400.00 
5170.00 
510.00 
12660.00 
3820.00 
2110.00 
4060.00 
420.00 
Tata Com 
Fascei Ltd 
JT Mobile 
BPL US West 
Hinduja HCL 
1 Circles 
Escotel 
Escotel 
Reliance 
JT Mobile 
Hexacomm 
Aircell Digilink 
Koshika 
No 2nd bid 
8580.00 
12290.00 
13200.00 
14630.00 
5410.00 
2460.00 
3850.00 
60.00 
9150.00 
1610.00 
2100.00 
2580.00 
. 
Category C Circles 
Assam* 
Bihar** 
HP** 
NE** 
Orissa** 
Reliance 
Koshika 
Bharti Telenet 
Hexacom 
Koshika 
10.32 
1370.00 
150.00 
20.00 
890.00 
No 2nd bid 
Reliance 
Reliance 
Reliance 
Reliance 
-
30.00 
10.00 
10.00 
30.00 
* One bid only 
•* Two bid only 
$ The H2 winner has to match the H1 lincence fee in all cases. 
Winner of UP (West). Haryana and Kerala licences. Escotel plans 
an investment of Rs. 14.000 million in the three circles In the firstfour 
years of operation. This will go up to Rs. 35.000 million within 10 years. 
( 1 6 ) 
INTRODUCTION TO ESCOTEL MOBILE 
COMMUNICATION 
On June 11 Escotel Mobile communication Ltd. become the first of 
cellular operator outside the four metres to receive the ministry of finance 
approval for a $ 129 million foreign exchange loan which is being 
syndicated by chase Manhattan. A further Rs. 128 crore loan Is being 
syndicated by ILFs Escotel which has licence to operative in cellular 
phone services in western U.P., Kerala and Haryana. It is in a neck-to-
neck rail with Biria AT & T combined to become the first cellular operator 
to achieve the financial closure. 
Escotel represents the first major successful diversification 
undertaken by the Rs. 1,657 crore Delhi-based Escort Ltd. now 
predominantly a manufacturer of tractors auto components. A collaboration 
with PEUGEOT to manufacture cars was not allowed by the government 
in mid 1980. In a joint venture with the U.S. based Hughes Corporation. 
Hughes Escorts communication Ltd. has emerged as the leading operator 
VSAT services in the country, but the joint venture is entirely controlled by 
Hughes. 
( 1 7 ) 
Escotel recent success also came as a particularly welcome news 
to the Nandas who have been mired in a services of controversies over 
the last few year. Three years ago New Holland and Fiat subsidiary that 
ran Escorts Tractor walked out of the joint venture after the Nandas refusal 
to allow them to take a controlling interest. 
The funding requirements could infact, turn out to be quite onerous. 
A debt equity ratio of 1:1:25 would require an equity component of Rs. 
617 crore of the total capital expenditure of Rs. 1380 crore. Since Escorts 
has a 51% stake. It would have to pump in Rs. 310 crore as equity. This 
would be done in instalments, but Escorts net profit was only Rs. 127 
crore in 1996-97 including a substantial component earned through a 
sale of assets. The pressure on the balance sheet would be all the more 
because, corporate guarantee would be needed for the debt component 
of the project. The 1995-96 annual report shows that Escorts Ltd. has 
given corporate guarantee for debt worth Rs. 115 crore on behalf of 
Escotel. A debt lined up recently, amounted to Rs. 575 crore vkrtiich 
would strain Escorts balance sheet. A higher debt component would 
reduce the need for infusion of equity but further strain the balance sheet. 
Escotel had a loss of Rs. 28 lacs on income of Rs. 6.27 crore In 1996-
97. The breakeven is expected by 1998-99. 
( I R ) 
It is of course extremely unlikely that the guarantee will never actually 
be involved. Escotel, circles was considered among better ones and 
should generate enough internal resources, to fund itself after three to 
four years. Overall, there is no doubt that since restructuring. Escorts 
looks a lot more focused, if funding business for the cellular service can 
be managed than the future of Escorts group can be bright ended. 
Q> 
Brinpinp T h e Best Together. 
When you seek inspiration, and draw core values from two 
successful corporate giants, the result is naturally outstanding. 
Like Escotei. .\ companx that brings together the best 
of EscoTt^  of India, and First Pacific of Hong Kong. 
.^ nd revolution is not new to cither. 
Escorts, one of India's leading corporate houses, operates in the diverse fields of 
agri-machinerv, bi-wheelers, construction and material handling equipment, 
automotive and railwa) ancillaries. telecommunications, and finance. Today, this 
multifaceted group has several joint-ventures with world leaders like Yamaha (Japan), 
JCB (UK) and First Pacific (Hong Kong), and is fast realizing its "Vision 2000' 
to emerge as a global player 
Then you have First Pacific - a global powerhouse in telecommunications, 
banking, real estate, and marketing. One that revolutionised banking 
with its phenomenal infrastructure. Real estate with its iifestvle innovations. 
And changed the face of cellular communications in Hong Kong. 
the nene centre of Asian business. 
First Pacific now has a significant share of the Hong Kong cellular phone market, 
and is already the fastest growing in the Philippines. Operating across 40 countries 
in Asia, Europe and North America, First I^cific is peopled by over 45,000 employees. 
Its current turnover is in excess of Five Billion US Dollars. 
Now, with the coming together of these two innovators, India is about to be 
engulfed in an emerging new paradigm. One that onl\ Escotei can create, and sustain. 
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COMPANY PROFILE 
Escotel Mobile Communications Limited is a joint venture of Escorts 
of India and First Pacific of Hongkong. Escorts Ltd.. one of India's leading 
corporate houses which today has a turnover of over Rs. 3.000 crores, with 
experience of over 50 years - in farm equipment, biwheelers, construction, 
finance, marketing and telecom. First Pacific is a global powerhouse In 
telecommunications, banking, real estate and marketing with a turnover of 
over U S $ 5 billion.First Pacific introduced digital cellular technology in 
Hongkong and has a significant share of its cellular services market. It is 
one of the fastest growing cellular services in South East Asia. Escotel 
brings together the best of Escorts and First Pacific to bring Cellular Phone 
Servcies to its three circles of Haryana Kerala and U P (West) 
According to the plan of the Governemnt. there are two companies in 
every circle (State) In Kerala the other company is BPL Ltd . in Haryana, 
the other company is Koshika Telecom Ltd.. also known as Ushaphone. 
These three circles have a combined population of over 100 million, 
making Escotel one of the largest cellular phone service operators in the 
country Escotel is going to provide cellular service in several towns in each 
of Its circles m a phased manner 
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First Pacific has one of the largest cellular phone networks in Asia 
and the Middle East. It has special strengths in the rural market of Phillipines 
which IS quite singular to the markets in India. 
First pacific now has a significant share of the Hongkong Cellular 
phone market & is already the fastest-growing in Phillipines, operating 
accross 40 countries in Asia, Europe & North America. First pacific Is 
peopled by over 45000 employees. 
First pacific is the company that pioneered digital cellular technology 
in Hongkong & used innovative strategies to enable the wide spread use of 
cellular phone among the populace in Phillipines. 
Escorts Ltd.. is the group belonging to the Nanda family. Escorts 
Chairman is Mr. Rajan Nanda Escorts has many, very successful 
businesses. Some of the more prominent are : Tractors, Powerlifter. Rajdoot 
Motorcycles. Yamaha Motorcyles. Pistons. Shock Absorbers. Escorts Heart 
Centre, etc. 
Escotel represents the first major successful diversification 
undertaken by the Rs 1657 crore Delhi based ESCORT Ltd.. now 
predominantly a manufacture of tractor and auto components. A collaboration 
with peugeot to manufacture cars was not allowed by the government in mid 
1980 In a joint venture with the U.S. based Huges corporation Huges 
ESCORT communication Ltd. has emerged as the leading operator of 
VSAT services in the country but the join venture is entirely controlled by 
Huges. 
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ESCOTEL'S recent success also came as a particularly welcome 
news to the Nanda's who have been mired in a series of controversies over 
the last year. Three years ago New Holland the fiat subsidiary that ran 
ESCORTS Tractor walked out of the joint venture after the Nandas refused 
to allow them to take a controlling interest. 
The funding requirements could inf act turn outto be quiet onerous. A 
debt equity ratio of 1.1.25 would require an equity component of Rs 617 
Crore of the total Capital expenditure of Rs 1380 crore. Since Escorts has 
a 5 1 % stake. Itwould have to pump Rs. 310 crore as equity. This would be 
done in installments, but Escorts net profit was only Rs 127 crore in 1996-
97 including a substantial component earned through a Sale of assets. The 
pressure on the balance sheet would be all the more because corporate 
guarantee would be needed for the debt component of the project. The 
1995-96 Annual report shows that Escort Ltd. has given corporate guarantee 
for debt worth Rs 115 crore on behalf of Escotel. A debt lined up recently, 
amounted to Rs 575 crore which would strain Escort balance sheet. A 
higher debt component would reduce the need for infusions of equity but 
further strain the balance sheet. The break-even is expected by 1998-99. 
Over all there is no doubt that since restructuring Escorts looks a tot 
more focused. If funding business for the cellular service can be managed 
than the future of the Escorts group can be bright indeed. 
<b 
N o Boundaries. No Limits. 
I he world is freeing ilself. 
From conxenlional wisdom. 
Accepted standards. 
.And traditional boundaries. 
1 here will be no citi7ens of countries. 
just citizens of the world. 
Men and women who think differentU 
.\nd communicate differentlv. 
lo this multi-dimensional world 
Escotel brings its high-quality cellular mobile phone service. 
.And the world has nothing to lose. 
but its wires. 
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PRODUCT PROFILE 
Cellular telephony system is a mode of communication without wires. 
It uses limited radio frequencies through a network of transmitters and 
receivers The coverage area is divided into honey comb type cells and 
each cell is equipped with one Base Station which is the transmitting / 
receiving centre. These stations are connected to the mobile Switching 
centre which controls the entire network. Escotel has ensured a systematic 
distribution of base stations to ensure maximum coverage. Charges are 
made according to the Air time used. Mobile Phone display the number of 
the phone from where the call is coming, so the person may or may not take 
the call. 
Lucent Technologies formerly AT & T Network & System Division, 
has built the GSM Network System for Escotel. This will ensure that the 
system is backed up by one of the best technological groups with years of 
hands on experience in the field of cellulartechnology. 
The SIM (Subcriber Identity module) card is the key of mobile phone. 
It has a microchip containing a record of subscription details. To use the 
cellular phone, SIM card is to be inserted in the handset and PIN (Personal 
Identitification Number) is to entered in it. As only subscriber knows PIN, 
It guards against misuse of cellular phone and security in case of loss of SIM 
card or hand set. 
(23) 
Escotel cellular phone Service is based on the Global System for 
Mobile Communications (GSM). GSM Isthe-state-of-art Pan-European 
System which uses digital technology for high quality sound and secrecy. It 
IS the world's fastest growing mobile communications standard. 
Some other services are also provided by Escotel to its subscribers 
such as Voice Mail Service, Call Conferencing, Call Barring and Detailed 
Billing. 
1) Roam ing : When in another city, one can use the local GSM network 
to make and receive calls with all billings automatically transferred to 
the subscribers home account. 
World-1 Roaming: Roaming is the internationally accepted term for 
a facility a cellular subscriber uses to stay in touch while travelling or 
"roaming" from one city to another, orfrm one service area to another. 
When you are on Escotel. you get the advantage of a single SIM card 
roaming facility Which means, with the World 1 SIM card you get 
from Escotel. you can comfortably roam around the country. Without 
ever losing touch. After all World 1 covers 15 circles today-that's 
more than 80% of India! Including all the four metres. 
This is made possible by preprogrammed SIM card, which allowyou 
to be accessible wherever you are - provided you are within GSM 
coverage. When combined with the pre-installed Subscriber Trunk 
Dialing (STD) facility. Escotel World 1 Roaming helps you stay in 
( 2 4 ) 
touch in the most convenient and cost-effective manner. (ISD facility 
is also available on request). 
The World 1 Billing : Centralised billing by World 1 enables you to 
settle yor bill back home, along with your periodic Escotel statement. 
The airtime tariff while roaming is as follows : 
Standard : Rs. 8.40/-per min 
Off-peak hours : Rs. 4.20/- per min 
Peakhours : Rs. 16.80/-per min 
2) Answering Services : Taped messages can be created or received 
via the mobile or a conventional phone can also be integrated with 
cellular service. 
3) Call Security : Encryption of the signals offer reassuring security on 
calls. 
4) System Services : Digital technology allows the network to offer 
additional services to the users, e.g., short message service (SMS) 
which allows data messages to be sent to the subscriber phone etc. 
(Motoria Inc., 1995) 
5) Call Forwarding : Incoming calls can be forwarded to anotherfixed 
or mobile phone. 
6) Call Transfer: Tapped messages can be created or received via 
the mobile or a conventional phone can also be integrated with 
cellular service. 
7) Call ID: Displays calling persons's number. 
8) Voice Mail : Escotel's voice mail is an automated service which 
answers your calls when you are unable to attend to your calls. It 
greets the caller a pre-recorded message, personalised greeting in 
your own voice and then stores messages which you can later 
retrieve at your own convenience. 
You will no longer miss calls on messages. 
There is no additional equipments to buy - therefore no breakdown. 
9) Short Message Service: Long call cost a lot. so Escotel can make 
your cellular phone also work as alphanumeric pager. Thus reducing 
the cost of calls. 
10) , Call Waiting: This facility enables you to keep one call holding while 
taking an other call so that you never miss call. Itcould be opportunity 
calling. 
11) Conference Calling : This enables to simultaneously call two or 
more people and hold a conference on phone. Conduct meeting from 
your park, market, car wherever. 
12) Call Divert: This allows you to divert calls on your cellular phone to 
any other fixed or cellular phone. 
There are two types of cellular technologies: Analogue and digital. 
Digital is the more advanced and sophisticated technology with many 
superiorfeatures that Analogue does not have. 
( 2 6 ) 
The handset which comes from different companies like Ericsson 
(Sweden). Motorola (US), Nokia (Finland) and Siemens (Germany) are 
priced between Rs. 15,000-75,000. 
MODEL LIST PRICE EFFECTIVE PRICE 
(LST EXTRA) 
(After deduction of free 
alrtlme worth Rs. 6000/ 
- LST extra) 
Motorola-7500 
Motorola-8200 
Nokia-1610 
Nokia-2110 
Ericsson-318 
Ericsson-388 
Rs. 14,999 
Rs. 20.850' 
Rs. 18,860 
Rs. 24,580 ' 
Rs. 17,660 
Rs. 31,920 
Rs. 6.999 
Rs. 14.650 
Rs. 12.660 
Rs. 16.580 
Rs. 11,660 
Rs. 25,920 
Ericsson has launched three new cellular handsets for the Indian 
market. These products marked GH-388, its flip version GF-388 and a 
mass market handset GA-318 are all updated versions of GSM handsets. 
The versions GH-388 and GF-388 will be priced around Rs. 33,000 in the 
market and GA-318 will cost between Rs. 16000-19000. Ericsson's global 
market share is 40% and in India, Ericsson controls about 30% of the 
cellular handset market. Mobile handsets of Ericsson are really very small, 
weighing around 170 gm. Reduction in duty levied on cellular handsets will 
reduce its cost by around 15%. 
(27 ) 
Size, battery life and ringer volume are the three aspects of mobile 
phone-design that people look for most. The size of GH-388, models is 
130x49x23 mm and battery life gives a 275 minutes talk-time or 80 hours on 
standby. That leavesjustthe ringer volume. The GH-388 has the addition 
of some music including Fur Elise. Beethoven, 5th symphony, swan lake and 
other tunes, besides, the phones have excellent voice quality and signal 
sensitivity. 
GA-318 have upto 230 minutes of talk-time or 67 hours on standby. 
This phone receives short messages and is compatible with data/fax. It also 
supports caller ID, call waiting/hold/forwarding etc. 
Nokia has comeup with a new model Nokia-1610, which is in the mid-
price segment. Having an impressive talk-time of upto seven hours and a 
standy time of 200 hours, the 1610 cellphone was initially priced at Rs. 
22500. Recent duty reductions have led to cellular operators offering the 
1610 at lower prices. 
To generate awareness about cellphone, Nokia has launched its own 
Helpline service that is designed to guide both existing and prospective 
subscribers on the various aspects of the cellphone -features, usage, price, 
accessories etc. 
( 28 ) 
Service charges for cellular services are fixed by Escotel. These 
standard rates are as follows : 
U.P. (WEST) 
AIRTIME TARIFF CARD 
This unbelievable Escotel Airtime Tariff* comes with high savings 
potential, each time you reach out or when someone reaches you, 
especially in your home city. 
HOME CITY" 
Normal hrs. 
Peak hrs 
NETWORK*" 
INCOMING 
Rs. 3/- per min. 
Rs. 5.40/- per min. 
OUTGOING 
Rs. 3/- per min. 
Rs. 5.40/- per min. 
Normal Rs. 3/- per min. Rs. 7.98/- per min. 
Peak Rs. 3/- per min. Rs. 15.96/- per min. 
1000-1200 hrs. 
1700-1900 hrs. 
Off Peak Rs. 3/- per min. Rs. 3.96/- per min. 
2200-0600 hrs. 
daily, Sunday & 
3 National Holiday 
Building would be done on 10 sec. basis. All Dot charges are extra 
and are payable by the subscriber. 
* Service tax as applicable. 
** Home city - As declared by subscribers in the subscription form. 
*** Network - All services areas outside home city within the circles. 
Only the above airtime tariff structure is applicable in all cities of 
U.P. (West) where Escotel full cellular service is operational. 
( 2 *^ ) 
Escotelairtime tariff gives high services compared to the max. Dot 
recommemeded standard airtime tariff as outlined below. 
STANDARD AIRTIME TARIFF PLAN 
(as recommended by DoT) 
Normal 
Peak 
(1000hrs-1200hrs 
1700hrs-1900hrs) 
Rs. 8.40/-per minute 
Rs. 16.80/-per minute 
Off Peak 
(Ail Sundays & 3 National 
Holiday & 2200 hrs-0600 hrs daily) 
Rs. 4.20/- per minute 
Airtime tariff for both incoming & outgoing calls. 
Billing would be done on a 10 second cycle. 
Home city concept is not available under the Standard Airtime Tariff Plan. 
( 3 0 ) 
TOTAL COST OF CELLULAR PHONE CONNECTION 
UP. (WEST) TARIFF CARD 
S. HEAD ONETIME ANNUAL MONTHLY 
NO. FEE FEE FEE 
(Rs.) (Rs.) (Rs.) 
1. Security Deposit 2000 ' 
2. STD Advance 4000 
3. STD + ISD Advance 10000 
4. SIM card 1000 
5. Activation Charge 1200 
6. Service Rental - - 156 
7. Handset Licence Fee* - 100 
8. Smart Service 
Personal VMS** - - 200 
Caller Line Identification** - ' - 100 
Itemised Billing*** - - 50 
(Handset cost excluded) 
* As per GOI regulations Handset Licence fee of Rs. 100/- p.a. per 
subscriber is to be charged. This would be charged in the first 
service bill. 
Free subscription for first 6 months for alt activations on or before 
31st March 97. 
Free for first 2 months for all subscribers activation. 
Local Sales Tax. Service Tax and others taxes/levies are extra 
wherever applicable. 
Escotel Smart Services will be available in a phased manner. 
Escotel reserves the right to revise any tariffs & withdraw any service 
without any prior notice. 
** 
FURTHER BILLING OF EACH MONTH WILL BE AS FOLLOWS 
GIVEN BELOW : 
STATEMENT OF ACCOUNT 
Nam« & Address. 
nr. XV2 
S S SALAR 3/ 133, ALIF VILLA 
CIVIL LINE SHADMAN COLONY 
ALIGARH 
ALIGARH 202001 
I India 
Q> SMARTFONE SERVICE 
INVOiCI OAff: 23/05/1999 
INVOICE Pmim 
FROM: 
TO ; 
24/04/1999 
23/05/1999 
PREVIOUS 8AtANC€ PAYr«£NTS AI>4USTK€HITS 
1,081.97 1,080.00- 0.00 
cuRftcNT CHARGES mmm otic 
CURRENT CHARGES 
PERIODIC S PRORATE CHA.R(S£S 
AIRTIME CHARGES 
LAND LINE CHARGES 
ROAMING CHARGES 
ROAMING USAGE TAX 
TOTAL USAGE DISCOUNT 
DISCOUNTS 
SERVICE TAX 
TOTAL CURRENT CHARGES 
25^:51 
111 
1,209.33 
AMOUNT 
304.00 
885.92 
139.00 
0.00 
0.00 
0.00 
177.18-
57.59 
1,211.30 
1,209.33 
Escotel Message 
Subscribe to NO-STD plan @ Rs. 49/- per month only and avail upto 30% 
discount on oirtime and facility of calling 83 towns at a local call, for 
details refer to Smartfone Sannact>aar. Dial 444 from your Srrxartfone to 
listen to latest Criclcet Scores. Shtort Message Sen^ ice has been started, 
please retrieve your messages when received, for assistance call 12345. 
MR-5261805 11.07.96.MR-0444643 03.07.96 
Detach this COUPON and enclose with payment Please do not staple 
Crossed Chsquss Dsmand Drafts should b« mads payabia to ' ESCOTEL MOBILE COMMUNICATIONS LIMITED' 
Remittance Slip 
hW^iil l i i l i i l i l l i l i i l ^ H t n i l n 
TOTAL AHOUNT &UE RS 
mmit t>mt 
ACCOUNT NUMBER 00011498 
1,211.30 
10/06/199" 
I f lVOiCi NUMBER 0000537761 
; Moita of Payment ||«m« ^ ftar^ | t t««A*r 
I . C a s h \ ••' 1 •- ~ 
2. Chaqu* ^ | 
3. Credit Card 
Plaase charg* Rs. X A X X X X aaainst my card n o . | X | X | X | X | X | X ! ) < 
D Amex a Master C«d O Visa D 
Signature Card Holder's Name : 
XnMKitf 
C | X | X | X | X | X | 
Diners Card Expiry Date { 
6 M * 
X | X, X 
Xi Xi XiX 
Read office A-36 Mohan Co-ooeralive Industrial Estate Malhura Road New Delhi-110044 
TERMS AND CONDITIONS 
MODE OF PAYMENT 
"""ne billing statement will be issued on a monthly basis at the billing address provided by the subscriber The due date for payment 
o< the bill will be specified on the bill The billing statement will be deemed to be accepted if no communication is received by the 
company within 10 days from dispatch of the bill Payment is to be made on or before the due date 'n cash demand drafts'crossed 
cheque m favour of Escotel Mobile Communications Limited Post dated Part payment cheques will not be accepted Any 
demand draft cheques returned by the bank shall incur an additional charge of Rs 200 - When paying by cheque please write 
your account no (as mentioned on the Remittance Slip) and mobile number at the back Attach the cheque with the tear off portion 
of the bill Outstation cheque Demand Draft wll not be accepted Payments can also be made through (Master Visa Diners Amex) 
credit cards sub|ect to suitable tie ups due annoucement of which will be made 
LATE PAYMENT 
Interest charge j 2 - per month will be computed on full month basis sub)ect to a minimum charge of Rs 100 -
TERMINATION OF SERVICES 
Termination of service would be without notice in case of non part-payment by the due date mentioned on the invoice A 
reconnection charge of Rs 600 - per connection would tje levied to resume services Services will be resumed only upon full 
settlement of outstanding including interest accrued thereon 
PAYMENT 
Can be made 
A at designated collection centres Please contact our customer service representative at 98 370 12345 for a 
collection centre near you 
B by post at Escotel Mobile Communicatioiis Limited Vidya Laxmi Complex 182 Abu Lane Meerut Tel No 546245-7 and 
Fax 640130 Please subscribe the envelope PT Please DO NOT SEND CASH Escotel shall not be responsible for lost or 
delayed postage Cash payments will be accepted at Escotel s local offices only if be remitted in person 
BILLS NOT RECEIVED 
'•'ou would be receiving your monthly bill at around the same time e^ery month Incase of non receipt of bill within 7 days of this 
time please contact our Customer service representative for a duplicate invoice Non receipt of bill shall not absolve the subscriber 
from making the payment on or before the due date The Company shall not be liable for any delay or loss of the invoices 
ITEMISED INVOICE 
An additional service charge of Rs 50 - would be charged for itemised billing Please contact our Customer care service 
•='"'»EC"'-' o 'or cnrol'me M "^ubsc'ibprs availing STD or 'SD or both facilities wiH be prr /ided ivi'h itemised b lis at no additional 
AB< JF ESCOTEL 
isco' f . not be liable for damages or third party claims resulting from disconnection of service for non-payment part payment 
bills or upon advice received from Escotel s bankers 
~he company may vary its charges at any time The subscriber will be given such prior notice as it is practicable The company 
'©serves the nght lo apply a monthly financial limit for call charges incurred by the subscriber and suspend access to the services 
in whole or part if this limit is exceeded 
Subscriber will be liable for all charges for the services provided whether or not they are used by the subscriber 
NOTE Af^ y change in Billing and or any change or modification in service subscribed for can os made from the fresh billing cycle only 
Toai Aomh«r« 
Change of Address 
In case of a change or an incorrect address on the invoice please prirt the new updated address below All changes will be made from the next b 
Cycle 
Name 
Address 
Cellphone No 
Signature 
(98-370) 
1 1 , , 1 1 1 1 
. . 1 1 
1 1 1 1 1 
SIM No , , , 
Date of Change , , 
1 1 1 
1 1 1 1 Pincode , , , , , , , 
i 1 1 1 
1 1 
dd mm yy 
MONTHLY CHARGE DETAILS 
ACCOUNT NUMBER 000 1149S 
INVOICE PERIOD 
FROM 24/04/1999 TO 23/05/1999 
CHARGES FORT" ' 
TELEPHONE NUMBER 37022555 
TELEPHONE OWNER 
PERIODIC AND PRORATE CHARGES 
(?2) 
INVOICE NUMBER J 000053776 1 
INVOICE DATE: 23/05/1999 
AMOUNT TAX 
MONTHLY SERVICES 
Calling Number Identification Facility 
Month Ly Line Charge 
NOSTD Fee 
TOTAL 
USAGE CHARGES 
All Teleservi ces 
UP TO 23/05/99 OUR 
Incoming Telephony 
UP TO 23/05/99 DUR 
95:07 PULSE 111 
164:AA PULSE Q 
TOTAL USAGE CHARGES 
DISCOUNT AND SURCHARGES APPLIED 
High Usage Volume Discount -20.0031 
TOTAL 
TOTAL CURRENT CHARGES 37022555 
PAYMENTS RECEIVED 
PAYMENT RECEIVED - THANK YOU 
TOTAL 
99.00 
15 6.00 
49.00 
304.00 
4,95 
7.80 
2.45 
15.20 
448.33 
576.59 
1,024.92 
177.18-
177.18-
1,-151.74 
1,080.00-
1,080.00-
22.42 
28.83 
51.25 
8.86-
8.86-
57.59 
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ITEMISED CALLS STATEMENT 
ACCOUNT NUMBER 
ITFMiRFn CAl J S 
TELEPHONE 
TELEPHONE 
NUMBER 
OWNER 
00011498 
HODA 
37022555 
• INVOICE NUMBER 
j 
0000537761 
ITM WTE 
All Telssarvices 
0001 23/06,99 
0002 23'06/99 
0003 23'06/99 
0006 26/06.99 
0005 26/06/99 
0006 26/06/99 
0007 2£/0c/9g 
0008 26/06/99 
0009 25/06/99 
0010 25/06-99 
0011 25/06/99 
0012 25/06/99 
0013 27/06/99 
0016 27/06/99 
0015 28/06/99 
0016 28/06/99 
0017 28/06/99 
0018 28/06/99 
GO'S 3C/C*'/S9 
0020 03/05/99 
0021 05/05/99 
0022 05/05/99 
0023 06/05'99 
0026 07/05/99 
0025 07/05'99 
0026 07'05'99 
0027 08/05'99 
0028 10/05/99 
0029 10/05'99 
0030 10/05/99 
0031 12/05/99 
0032 13/05/99 
0033 13/05/99 
0036 15/05/99 
0035 16/05/99 
0036 16/05/99 
0037 16/05/99 
0038 16/05/99 
0039 17/05/99 
0060 17/05/99 
TXII6 [iftDimw 
i 
i»J«ATlO« SlRVlCf AIRTZMK U N D U 
3709810157785 
62 0113367761 
06 0116665627 
231131 . 
39i131 
6810571520678 
68iOS7lS20253 
Ool09836033811 
30 0596665009 
08 0596665009 
18 0596665009 
39 0596665009 
08 9837012365 
56109836033811 
0571600157 
0596665009 
059666500S 
0596665009 
O; ^ S'!iSi7 
0571600157 
0571601066 
09836033811 
0571605682 
0571612906 
0571505352 
0126332066 
0116665627 
09836033811 
09836033811 
09836033811 
0571505352 
sol 0116665627 
52 0126332066 
17109836033811 
n|0116616260 
26'0571602107 
I 
2310571500999 
29 0126332066 
2210571505652 
2210571505352 
0 
0 
3 
0 
0 
0 
0 
0 
1 
1 
a 
0 
2 
0 
6 
2 
15 
I 
0 
7 
C 
0 
2 
0 
10 
0 
0 
0 
0 
0 
0 
7 
0 
5 
0 
0 
7 
0 
0 
(RS) 
2 .001 
1.00 
10 .00 
0 .50 
0.501 
1 0 0 ; 
3 .001 
1 .83 ; 
6 . 0 0 i 
3.5o| 
29 0 0 ' 
9 5 0 ' 
0 . 0 0 
7 . 0 0 
3 , 0 0 
1 3 . 5 0 
7 . 0 0 
6 5 . 5 0 ; 
0. CO 
1 .00 ; 
9 . 0 0 / 
3 . 6 7 ! 
5 .501 
8 . 0 0 
1.63 
3 1 , 0 0 
i . o o ! 
2 . 0 0 i 
i.ooi 
2.0oi 
I.ooi 
3.00J 
23 00 I 
2.ool 
1 6 . 0 0 | 
2 . 0 0 | 
1.001 
22 .001 
1.00 
3 . 0 0 
0 
1 
1 
1 
1 
1 
21 
11 
1 
0| 
I I 
l | 
l | 
l | 
6l 
/: 
1 
l i 
1 
1 
1 
1 
17 
1 
2 
13 
1 
12 
1 
1 
12 
1 
1 
1 . 60 
8 . 6 0 
0 . 0 0 
0 . 0 0 
1.60 
1.60 
1.60 
1.60 
1.60 
2 .801 
1 .60 I 
o.ooj 
1 .60 I 
1 .60i 
1.601 
1 . 6 0 ! 
5.601 
5. uu| 
1.201 
1.20i 
1.20 
1.20 
1.20 
1.20 
2 0 . 6 0 
1.20 
1.20 
1.20 
1.20 
1.30 
2 . 4 0 
15 .60 
1.20 
16 .40 
1.20 
1.20 
14 .40 
1.20 
1.20 
TOTAt 
( R t ) 
6 . 8 0 
2 . 6 0 
18 60 
0 . 5 0 
0 50 
2 .60 
6. 60 [ 
3 .23 
5 60 I 
6 . 9 0 ! 
3 1 . 8 0 
I 
10.90 I 
O.ooj 
8 . 6 0 1 
6 . 6 0 I 
13.90 1 
8 . 6 0 { 
5 1 . 1 0 I 
i 1.60 I 
2 . 2 0 { 
10.2oi 
1 
6 .87 
6 . 7 0 j 
9 . 2 0 
3 .03 
5 1 . 6 0 
2 . 2 0 
3 .20 
2 . 2 0 
3 . 2 0 
2 . 2 0 
5 .40 
3 8 . 6 0 
3 .20 
3 0 . 6 0 
3 .20 
2 . 2 0 
3 6 . 6 0 
2 . 2 0 
4 . 2 0 
ITEMISED CALLS STATEMENT 
ACCOUNT NUMBER 000 11498 INVOICE NUMBER: 0000537761 
ITEM, Q«TE 
± tmi^rsm 
SlRVtGE AXKTtm 
PULSM umim: tOtii, i 
0041 i 7 / 0 5 ' ' 9 9 11 
OO^J 1 7 / 0 5 / 9 9 16 
0063 18 /05 /99 09 
0046 l 8 / 0 5 ' 9 9 09 
00^5 19 /05 /99 12 
0 0 4 6 , 1 9 / 0 5 / 9 9 20 
0047 19 /05 /99 21 
0 0 4 S , 1 9 / 0 5 / 9 9 22 
0049 2 2 / 0 5 / 9 9 10 
0050 2 2 / 0 5 / 9 9 10 
0051 2 2 / 0 5 / 9 9 18 
Incoming Telephony 
0001 2 3 / 0 4 ' 9 9 20 
0002 2 3 / 0 4 / 9 9 21 
0003 23/04'99 21 
0004;23/04/99 21 
0005123/04 99 22 
00061 24/04. =-q '• 
00071 24/04/99 -3 
0008 24/04 99 20 
0009124/04/99 21 
OOlol26/04/99 14 
0011 26/04/99 16 
0012.28/04/99 14 
' 0013128/04/99 20 
OO14I29/04/99 09 
0015'29/04/99 21 
OOiei 29/04/99 21 
. 0017130/04/99'19 
' 0018'01/05/99 13 
OOigj03/05/99; 17 
OO20I03/05/99,20 
0021 
, 0022 
03/05/99 120 
03/05/99'20 
0023!04/05/99'22 
0034 
! 0025 
' 0026 
0027 
0028 
0029 
I 0030 
I 0031 
I 0032 
0033 
06/05/99 16 
06/05/99 119 
06/05/99121 
07/05/99 10 
07/05/99M2 
07/05/99'13 
07/05/99 
07/05/99 
07/05/99 
07/05/99 
0034 07/05/99 22 
45 i3l 
42 0571402107 
24 0571402107 
54 0571402107 
26 OS7'i00262 
54 0571500999 
39'0571500999 
l5i0571500999 
17 0571402300 
21 0571503791 
55 0571403759 
05 0571502107 
44'5714006010 
53 6212602460 
54'6212602460 
-' 6212602460 
1-6 5714009370 
29 5714009160 
51 sntLnjtb.u 
17 0571500249 
12 5814570960 
40 5714009160 
08 5714001570 
39 5714014380 
35 5714009370 
33'6212602460 
35 6212602460 
261 
04 5623513800 
3615714001570 
05; 
" I 
2115714001570 
5810571502107 
48 5714018410 
9837013916 
5714018410 
48'5714039120 
3915714004400 
49 0571500162 
48 6212602460 
52 6212602460 
471 
17 0641400730 
0 
0 
0 
0 
0 
0 
0 
0 
1 
1 
0 
1 
0 
0 
0 
0 
0 
1 
2 
0 
0 
2 
1 
0 
1 
0 
t 
5 
0 
1 
3 
0 
0 
1 
1 
0 
4 
0 
0 
2 
1 
3 
2 
0 
17 
03. 
34; 
10' 
^ = 1 
18' 
26! 
21, 
02 j 
00 
37' 
I 
11 
24 
08 
06 
08 
18 
07 
07 
57 
08 
08 
26 
24 
06 
07 
28 
35 
06 
36 
03 
02 
21 
S3 
58 
25 
20 
31 
42 
39 
061 
201 
49 { 
09 
27 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
'*  ' ' S 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
CALLS 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
:r;C3i!fi'''C 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
INCOMING 
1 .00 ' 
2 . 0 0 1 
1 00 I 
1 OOl 
1 83 
1.00 
2 . 0 0 
2 . 0 0 
4 . 0 0 
3 . 0 0 
3 .67 
4 00 
1.50 
0 . 5 0 
0 . 5 0 
0 50 
1 00 
6 . 4 2 ' 
6 Zo\ 
3 . 0 0 
0 . 5 0 
6 . 5 0 
4 . 5 0 ! 
1 .50 i 
3.50J 
0 . 5 0 1 
4 . 5 0 i 
3 1 . 17 
1.83 
5 . 0 0 
10 .00 
1.00 
2 . 0 0 
6 . 0 0 
6 . 0 0 
3 .67 
13 .00 
2 00 
5 50 
14.67 
4 . 0 0 
10 .00 
9 . 0 0 
1.00 
5 3 . 0 0 
0 . 0 0 , 
1 .20I 
1 .20I 
1 201 
1 20 
1.20 
1.20 
1.20 
1.20 
1.20j 
1.20J 
i 
0 . 0 0 ' 
0 . 0 0 . 
o.ool 
o.ooi 
1 
o.ool 
o.ool 
0 00] 
0 0 0 ' 
o.ool 
0 .001 
o.ool 
o.ool 
o.ooi 
o.ooj 
0 . 0 0 ' 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
l .OOi 
3 . 2 0 ) 
2.20J 
2 . 2 0 j 
3 .03 
2 . 2 0 ! 
3 . 2 0 1 
3 .201 
5 . 2 0 i 
4 . 2 0 , 
4 87 , 
4 00 
1 50 
0 . 5 0 
0 50 
0 50 
1 001 
6 .42 
6 .50 I 
3 . 0 0 
0 . 5 0 i 
6.501 
4 501 
1 . 5 0 ; 
3 50l 
0 .50 i 
4 . 5 0 ' 
31 .17 i 
1.83 I 
5 . 0 0 ! 
10 .00 { 
1.00 j 
2 . 0 0 
6 . 0 0 
6 . 0 0 ' 
3 .67 
13 .00 
2 . 0 0 
5 . 5 0 
14 67 
4 . 0 0 
10 .00 
9 . 0 0 
1.00 
5 3 . 0 0 
CALLS:: Outgoing Calls CALLS INCOMING = Incoming Calls 
( 3 4 ) 
ITEMISED CALLS STATEMENT 
iCCOUNT NUMBER 00011498 INVOICE NUMBERS 0000537761 
ITEM: DATE TIM ^rnVKR oawTioN sERvies AZKTtm i tot*u 
CX)35 08/05/99 05 
0036 08/05/99 U 
0037 08/05/99 22 
0038 08/05/99 23 
0039 08/05/99 23 
00<:0 09/05/99 00 
0061 09/05/99 08 
00<:2 D9/05/99 20 
00^3 09/05/99 22 
00C£. 09/05/99 23 
0065 
00C6 
0067 
0068 
0069 
0050 
0051 
0052 
0053 
0056 
0055 
0056 
0057 
0058 
0059 
0060 
006' 
0062 
0063 
0066 
0065 
0066 
0067 
0068 
0069 
0070 
0071 
0072 
0073 
0076 
0075 
0076 
0077 
0078 
0079 
ooeo 
0081 
0/05/99 16 
10/05/99 16 
0/05/99 22 
0/05/99 22 
0/05/99 22 
10/05/99 23 
11/05/99 20 
12/05/99 17 
12/05/99 20 
12/05./99 23 
13/05/99 16 
3/05/99 17 
3/05/99 23 
6/05/99 09 
6/05/99 16 
16/05/99 20 
16/05/99 20 
6/05/99 21 
16/05/99 22 
15/05/99 08 
5/05/99 12 
5/05/99 12 
5/05/99 17 
6/05/99 00 
16/05/99 00 
6/05/99 00 
6/05/99 00 
6/05/99 11 
16/05/99 17 
6/05/99 18 
16/05/99 21 
17/05/99 10 
17/05/99'13 
7/05/99 16 
8/05/99 20 
8/05/99 20 
8/05/99 22 
36 5716083360 
209837013916 
09 6212602660 
17 0571520305 
25 0571S20305 
53 
13 0571501909 
56 
53 0571500258 
21 
62 5716057900 
52 5716057900 
02 
61 
66 
37 
69 6656220950 
06 0571501915 
21 9837013916 
12 
66 0571500176 
56 0571500176 
11 5716086970 
56 
55 0571502872 
12'0571520253 
39 
38 
07 5716016960 
50 5716066760 
20 
22 5716002720 
13 
35 
62 
63 
66 
17 
31 0571502060 
03 0121513882 
27 
57 
65 0571505352 
51^  
03 
66 
11 0571501916 
351 CALLS 
021 CALLS 
23,CALLS 
36'CALLS 
26'CALLS 
I 
66'CALLS 
58 CALLS 
00 CALLS 
261 CALLS 
02 I CALLS 
52 CALLS 
19,CALLS 
59'CALLS 
19 CALLS 
19.CALLS 
62'CALLS 
18 CALLS 
56,CALLS 
69 CALLS 
35 CALLS 
22 CALLS 
09 CALLS 
10 CALLS 
30 CALLS 
52 CALLS 
59 CALLS 
13 CALLS 
63 CALLS 
30 CALLS 
03 CALLS 
55 CALLS 
28 CALLS 
66 CALLS 
00 CALLS 
37'CALLS 
09 CALLS 
21 CALLS 
02!CALLS 
07 CALLS 
08'CALLS 
08 CALLS 
26 CALLS 
16 CALLS 
31 CALLS 
50 CALLS 
65 CALLS 
02 CALLS 
INCOM: 
INCOM: 
:NCOM: 
INCOM: 
:NCDM: 
INCOM: 
INCOM: 
INCOM; 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
-NCUM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
I NCOM: 
INCOM: 
I NCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
INCOM: 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
NG 
2.00 
6.00 
5.00 
2.00 
5.00 
12.00 
3.00 
21.00! 
S.OOj 
i.ooi 
s.ool 
7 . 0 0 I 
12.0oi 
1.00 
1 3 . 0 0 : 
6 . 0 0 , 
lO.OOj 
3 . 0 0 ! 
3 001 
1*/ 0 0 , 
2.00, ' 
1 0 0 ; 
13.001 
8 . 0 0 
I 
3 001 
3.00[ 
7 00. 
9 00! 
2.001 
6 . 0 0 ] 
11.001 
3.67' 
3 . 0 0 
18 .00 
2 . 0 0 
1.00 
2 . 0 0 
6 . 0 0 
4 . 0 0 
1.00 
6 . 0 0 
2 . 0 0 
1.63 
11 .00 
6 . 0 0 
9 . 0 0 
1 00 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
o.ooj 
0 . 0 0 | 
o.ooj 
0 . 0 0 | 
o.ool 
0 ooi 
o.ooi 
0 0 0 ' 
0 . 0 0 ' 
0 00 
0 00 
0 00 
0 00 
0 00 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 00 
0 00 
0 0 0 ' 
o.ooi 
O.OOi 
0 . 0 0 
0 . 0 0 
0 . 0 0 
O.OOl 
0 . 0 0 ' 
0 . 0 0 
o.ool 
o.ooj 
o.ool 
o.ooj 
0 . 0 0 . 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
2.00 
4.00 
5.00 
2.00 
5.00 
12.00 
3 . 0 0 
2 1 . 0 0 
5 . 0 0 
1.00 
3 . 0 0 
7 .00 
12 .00 
i.ooj 
1 3 . 0 0 I 
6.00{ 
10.001' 
3 .0OI 
3.00! 
I 7 00 I 
2.00 I 
1.00 
13 .00 
8 . 0 0 
3 . 0 0 
3 . 0 0 
7 .001 
9 . 0 0 ' 
2 . 0 0 
6 . 0 0 
11 .00 
3 .67 
3 . 0 0 
18 .00 
2 . 0 0 
1.00 
2 . 0 0 
4 . 0 0 
4 . 0 0 
1.00 
4 . 0 0 
2 . 0 0 
1.83 
11 .00 
6 . 0 0 
9 . 0 0 
1.00 
CALLS =. Outgoing Calls CALLS INCOMING - Incoming Calls 
l~..cln..ia> Car.nrsa r o n h a Tal aa.'\7n 17'Wi PAGE 
ITEMISED CALLS STATEMENT 
ACCOUNT NUMBER \ 000 11498 INVOICE NUMBER: 0000537761 
XTEI (ttT£ n i K NtlMBER iomUTlQ)>l SfRVJCt 
PiiiSS 
0082 lS/05/dg 22 
0083'18/05/99'22 
00B& 18/05/99,22 
0085 19/05/99 21 
0086 19/05/99 21 
0C87 19/05/99'23 
0088 19/05/99 23 
0089'20/05/99.17 
' 009o'21/05/99'15 
0091 21/05/99,22 
0092 22-05/99,11 
0093 22'05/99 13 
009* 22/05/99 15 
0095 22/05/99 20 
0096 22/05/99 21 
USAGE DISCOUNT 
TOTAL NETWORK CHARGES FOR 37022555 
•12' 
£0 
•42 
•291 
30! 
•00, 
•12J 
AA| 
07| 
58 
00 
121 
•55 
35 
lOl 
1 
0571501916 
0571501916 
0571501916 
0571500159 
57U002720 
0591489250 
0.00 
21 ,CALLS INCOMING 
23 CALLS INCOMING 
13 CALLS INCOMING 
21 CALLS INCOMING 
01 CALLS INCOMING 
I 
21 I CALLS INCOMING 
09 CALLS INCOMING 
46 CALLS INCOMING 
09 CALLS INCOMING 
14,CALLS INCOMING 
42!CALLS INCOMING 
04[CALLS INCOMING 
051 CALLS INCOMING 
07]CALLS INCOMING 
17jCALLS INCOMING 
NETWORK USAGE CHARGE 
1.024.92 
I 
2 00 
2.O0I 
4 . 0 0 ! 
2.001 
25.00] 
S.00| 
1.00 
9.00 
1.00 
19.00 
6.00 
1 83( 
1.001 
I.00I 
1.001 
1.024.92 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
CALLS = Outgoing Calls CALLS INCOMING = Incoming Calls 
Q> 
Listening To You 
\* ^ 
• \ 
i^. 
As you telecommunicate with the world, 
Escolcl will always do one thint;. 
1 isten. lo \ou. 
A strong customer orientation will alwavs be Escotels forte. 
Just as it is l.storts'. And First Pacific's. 
Few business conglomerates understand customer needs like Escorts does. 
Rich. a> it is. with a 50-year Indian experience. 
First Pacific came closer to the Hong Kong cellular consumer with the 
pioneering concept of a 24-hour .Automated Customer Ser\ ice Hotline. 
On slandbx at all times to help. 
Likewise, as we work t«) provide the finest cellular mobile phone ser\ice in the land, 
the consumers queries and reactions will form the foundation for 
Escotels growth and innovation. 
So remember, when \ou want to talk about 
the most responsive cellular mobile phone service, we're readv to listen. 
Chapter-5 
Project Profile 
( 35 ) 
PROJECT PROFILE 
Cellular phone is comparatively new concept In India. But awareness 
level is rising at a fast rate. Utility of facilities provided by cellular 
telephony will deterimine future demand of mobile phones. 
Objectives of the study: 
The main objective of this study is to analyse the consumer behaviour 
towards cellular phone services. The other objectives of this study 
are to find out. 
a) Awareness level about cellular services in Aligarh. 
b) Perception about pricing policy. 
c) Factors v^ich determine preference for mobile phone. 
d) Barriers in subscribing for cellular services. 
e) Economic conditions of prospective customer. 
f) Usefulness of the cellular services. 
Research Methodology: 
A questionnaire is designed with open ended and close ended 
questions to collect information convenient Sampling method is used 
for data collection. 
Sample size : 50 
Sample Unit: Individual person 
( 3 6 ) 
METHODS OF DATA COLLECTION 
1. Primary Data: 
Primary data is the first hand informations collected from the target 
segment by different methods such as questionnaire method. In this 
method, predetermined questions are asked to the respondent and the 
questionnaire is filled up. It is a sort of structured interview which has 
been used to collect data in this project. 
2. Secondary Data: 
Secondary data is obtained from various newspapers and magazines 
like business journals such as Economic Times. A & M, Business Today 
Data Quest Internet, journals of Escotel Mobile Communication Ltd. 
The survey was conducted in ALIGARH DISTRICT of Western U.P. 
Cellular phone services still a new and a costlier service, our target 
segment was upper income group upper income middle group and middle 
income group consisting of industrialists, doctors, lawyers, businessmen. 
SAMPLE SIZE 
The populations of ALIGARH city is neary about 7.50 lacks. Now 
it is very difficult to conduct the survey on each and every part of the 
popoulation. So for the ease to survey, the sample size of 50 people 
was taken,. 
<b 
Freedom Of Movement. 
The Berlin Wall crumbled. The Internet reigns. 
We live in a world pulling down its boundaries. To become a global village. 
And cellular technology will be the single largest contributor to this concept. 
With just a palm-sized instrument in your hand, and an extensive, reliable network 
behind the scenes, you have the power to reach out, or be reached anytime, anywhere. 
For the present, Escotel will bring that efficient network to 
Haryana, Kerala and Uttar Pradesh (West), 
With expertise from First Pacific of Hong Kong, 
and Escort's in-depth understanding of the local market, Escotel plans 
to introduce real freedom of movement in these three states. 
True to an unwired environment, Escotel will merge homes, offices, clubs, 
farms, airports and stations. And create a virtual 24-hour workplace. 
Traders will place orders from their cars. Exporters will be on-line with 
their buyers. Stockbrokers will buy shares over meetings. 
Businesses will respond faster, and perform better. 
Besides, distances will shrink. And families will always have 
the assurance of accessibility. Whenever and wherever 
In short, the world will interact more. 
And Escotel will always be there to provide the freedom to do so. 
By spearheading the unvtired revolution. 
Chapter-6 
Analysis 
Interpretation 
( 3 7 ) 
ANALYSIS AND INTERPRETATION 
Q-1. Awareness of cellular phone service 
Response 
Aware 
Not aware 
No. of respondents (50) 
60 
0 
The study brings out comprehsensively that majority of the respondents 
are aware of the cellular phone service provided by ESCOTEL & USHA. 
This suggest that these companies have been successfull in their 
marketing activities in creating awareness among* its customers. 
However, some effort may be required to create awareness about 
finer details. 
So the main thrust should now be in creating awareness about the 
specific services as well as the product details, so that customers can 
make an informed choice. 
( 3 8 ) 
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Q-2. Medium of awareness 
Source of information 
Relatives 
Television 
Friends 
Sales representative 
Hoardings 
Others 
No. of respondents(50) 
10 
4 
16 
19 
16 
2 
percentage 
20 
8 
32 
38 
32 
4 
(since respondents ticked more th an one of the choices, the aggregate 
responses are more than the total number of respondents). 
Sales representative, Hoardings and word of mouth are found to be 
more effective media of creating awareness. 
It is expected that as the customer base will increase the word of 
mouth will play most significant role in creating awareness about of the 
service followed by hoardings and sales representative of the company. 
But to create more awarenss other media like, print media banners, 
point of purchase, displays may also be used more effectively and 
frequently. 
( 4 0 ) 
30V±N3D>I3d 
V 
I 
UJ 
4? I 
if 
o 
8.1 
^ 1 § ^ 
e^  H £ </> 
II II II i 
< ffl u P 
c 
«^:i 
"3 
0^ CO 
o 
X 
II 
en 
u 
4> 
II 
E 
CO 
E 
o o o o o 
' ^ CO CN T -
MX^LH^OHHd 
(41) 
Q-3. Brand Preference 
Company 
Escotel 
Ushaphone 
None 
No. of respondents 
20 
13 
17 
percentage 
40 
26 
34 
Out of the total respondents 20 (40%) of the respondents are availing 
services of Escotel, while 13 (26%) are subscribers of ushaphone and 
rest 34% have not subscribed to either of them. Hence they are potential 
customers, so these people should be approached on regular interval to 
convert them into actual customers of the company. 
(42 ) 
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( 43 ) 
Q-4. Reasons of Subscribing 
Reasons 
Brands image 
Services 
Competitive price 
No. of respondents 
6 
12 
16 
percentage 
12 
24 
32 
Majority of respondent gave the highest weightage to competitive 
price as the decisive factor in purchase decision. After price, the next 
important factor is the range of services offered. 
In order to target their competitor's customers they should attack the 
strength of Ushaphone, which lies in their pricing policy. 
For this they should emphasize on competitive price at which they 
can provide local connectivity in western U.P. which will give Escotel and 
upper edge over their competitor. 
( 4 4 ) 
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Q-5. Duration for which customers are away from the office shop. 
Response 
Maximum 1 hour 
1 to 3 hour 
More than 3 hour 
No. of respondents (50) 
15 
17 
18 
percentage 
30 
34 
36 
Mobility rate of respondent is found to be high, 30% of the total 
respondents are away from the office/shop for maximum 1 hour and 34% 
are away from their office/shop for 1 to 3 hours and rest of the 36% away 
from the office/shop for more than 3 hours. 
This mobility rate of respondent, existing as well as potential customer, 
shows the need of mobile phone. 
( 4 6 ) 
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(47 ) 
Q-6. You feel that your clients/patients/customers cannot contact 
you 
Response 
Often 
Occasionally 
Never 
No. of respondents (50) 
7 
38 
5 
percentage 
14 
76 
10 
From the data it is found that respondents face problem in contacting 
their clients/patients customers because of absence of communication 
medium. 
Hence, there is a great potential for Escotel to fill this need. 
( 4 8 ) 
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( 4 P ) 
Q-7. In what way Mobile phone is better than P&T. 
When asked about the aspects in which mobile phone are better 
than P&T, the following reasons were cited by the respondents : 
Always In touch and no boundation with the work place. 
Can be easily accessed by the clients, patients. 
In comparison with P&T low STD charge, in western up as well as 
other areas. 
Some features like, roaming facility, call identification and call security 
is not in P&T. 
Chances of disconnecitivity is less. 
Easy to subscribe, because you don't have to wait for long period. 
(^n) 
Q-8. Do you know the Escotel mobile service charges per call. 
Response 
Yes 
No 
No. of respondents (50) 
35 
15 
percentage 
70 
30 
70% of the total respondent said that they know Escotel mobile 
service charge per call. Rest 30% are not aware of service charges per 
call. 
Cil) 
30VlM3D>i3d 
a' 
0) 
o o o o o o o o 
r»- <D u ) - ^ CO CNj •«-
lN3aN0dS3>I 
0^ 
UJ 
0. 
(0 
UJ 
O 
< 
z 
o 
u 
o 
> 
UJ 
CO 
UJ 
m 
o 
UJ 
I -
o 
o 
(0 
m 
UJ 
z 
o 
o 
>-
o 
Q 
< 
(=^2) 
Q-9(A). No STD charge in 21 cities • Escotei office in aii 21 cities. 
Response 
Yes 
No 
No. of respondents (50) 
25 
25 
percentage 
50 
50 
They are selling "convenience to be in touch wherever you go* in the 
form of cellular phone services. This attribute of cellular phone service is 
of vital importance for a particular segment of population, particularly for 
those who have business links in far away places and they are continuously 
on move. 
For those having family/business links in 21 cities of U.P. (W) Escotei 
cellular services are more economical than STD, provided by P&T. 
Escotei enjoys wider awareness, but awareness about the services 
such as its operation in 21 cities is comparatively lower. 
The company should use more communication tools, to provide those 
information to the potential customers which can play vital role when the 
customer is making his choice about the service provider. 
( S ? ) 
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( 5 4 ) 
Q-9 (B). Minimum ciiarges @ Rs. 3/- per minute. 
Response 
Yes 
No 
No. of respondents (50) 
30 
20 
percentage 
60 
40 
From the responses it is found that 60% of the respondents are 
aware of the charges where as 40% are unaware. 
Hence more communication should be used to increase the awareness 
among the potential customer. 
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Q-10. Do you have family or business link In Western U.P. 
Response 
Yes 
No 
No. of respondents 
36 
14 
percentage 
72 
28 
As evident from responses 72% of the respondents, have family or 
business link in Western U.P. This reflects the potential of the maritet 
for cellular phonse hence the company should effectively target and serve 
the potential customers. 
(57) 
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Q-11. Do you think Cellular phone services are 
Response 
Of some use 
Of great use 
Of essential utility 
Useless 
No. of respondents(50) 
12 
23 
14 
1 
percentage 
24 
46 
28 
2 
74% of the respondents believe that cellular phone services are of 
great use to them. Here it is to be noted that they realise the importance 
of cellular phone services, but there may be some barriers. These barrier 
are to be identified and further marketing activities should be desgined 
accordingly. 
Rest 26% don't find cellular phone of any utility, since they feel that 
land line phone are enough and efficient for their need. 
To tackle this problem the company through massive advertising and 
other promotional medium should try to create the demand for cellular 
phone among those customers, to convert them into prospects and finally 
the customers-of Escotel. This can be done by highlighting the limitation 
of landline phone etc. 
( S 9 ) 
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Q-12. Attitude towards price of Cellular phone services 
Response 
Very expansive 
Reasonably priced 
Cheap 
No. of respondents (50) 
20 
27 
3 
percentage 
40 
54 
6 
It is found that 60% of respondents feels that serivice h ere are 
reasonable a good percentage of respondents that is 40% feels that it is 
highly priced. So the company, if wants to convert these potential customers 
into loyal customers, have to look this aspect of their service. 
(61) 
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( 6 2 ) 
Q-13. If not using presently would you like to subscribe 
Response 
One week 
Two week 
One month 
More than one month 
No. of respondents 
2 
2 
12 
7 
percentage 
4 
4 
24 
14 
A strong base of 46% of the total respondents. Constitute a segment 
of potential buyers. At present they are watching the scenario looking for 
a better deal to come in their way. 
( 6 3 ) 
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( 6 4 ) 
Q-14. Do you know incentives of Escotel. 
Response 
Yes 
No 
No. of respondents (50) 
23 
27 
percentage 
46 
54 
Majority of the respondents could not reacail any of the promotional 
schemes. In particular, this shows the ineffectiveness of the promotion 
the company had undertaken. The company must reorganise and redirect 
its efforts towards the potential and existing customers. Mass publicity 
and repetative advertising must be put into effect or else the company 
may lose its customer to the competitors. 
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Q-15. If yes which scheme you are looking for 
Response 
Free airtime 
Discount 
Free gift 
Installment 
No. of respondents 
12 
2 
3 
3 
percentage 
60 
10 
15 
15 
Majority of respondents are concerned with relaxation in airtime, which 
is concerned with handset. This show that large chunk of customers are 
price sensitive. They are looking for economically priced handsets. 
So schemes on this particular aspect should be given more attention 
to get more connections. 
( 6 7 ) 
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( 6 R ) 
Q-16. What features do you feel most attractive in the company 
(Escotel). 
Response 
24 hr customer care service 
Own network 
Roaming facility 
Low air tarrif 
Wider coverage 
No. of respondents 
24 
16 
18 
5 
9 
percentage 
29 
20 
22 
6 
11 
The maximum number of respondent were found to be influenced by 
the 24 hour customer care service the company is providing. The next is 
a roaming facility : 22% of the total respondents found roaming facility as 
an attractive feature of the company. 
The rest of the respondent felt that a self owned network and a wider 
coverage was the most important feature of the company. 
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Q-17. How do you rate the company's advertising compaign. 
Response 
Very effective 
Good 
Average 
Poor 
No. of respondents 
1 
27 
21 
1 
percentage 
2 
54 
42 
2 
54% of the respondent found the company's advertising compaign 
good. It means that, they found it capable of attracting customers attention. 
42% of the respondent rated the company's advertising compaign as 
average. 
2% people are not satisfied with company's advertising strategy. 
'(71) 
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( 72 ) 
Q-18. How do you rates company's public awareness programme 
Response 
Very good 
Good 
Average 
Poor 
No. of respondents 
2 
19 
26 
3 
percentage 
4 
38 
52 
6 
52% of the respondents feel that the company is running an average 
public awareness programme, which is helping people to know about 
cellular service concept only to a certain extent 38% people rated the 
company's public awareness program as good. 
6% people rated company's public awareness programme as poor 
and not effective. 
The awareness level is found to be in between good and average, 
which is not advantageous from the point of view of marketing, hence 
company should give more emphasis on awareness programmes. 
(73) 
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Q-19. How do you rate the Co. 
Response 
Excellent 
Good 
Fair 
Poor 
No. of respondents 
0 
27 
22 
1 
percentage 
0 
54 
44 
2 
54% of the respondent feel that It is a good company but it has a lot 
of i^\r\Q% to improve 
44% of the total respondents think that it is doing well, like any other 
well managed company. They are satisfied on some points but 
dissatisfied on others. 
The overall image of the company is found to be good, but the company 
should try to enhance its image via publicity and should try to create 
good-will in the market, through its product and services. 
( 7 « 5 ) 
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Q-20. Your family income (p.m.) 
Response 
Less than 5000 
5000-10,000 
10.000-15,000 
15,000 & above 
No. of respondents 
0 
8 
28 
14 
percentage 
0 
16 
56 
28 
56% of the respondents lie in 10,000-15,000 income group, hence 
the company should devise Its marketing strategy according to the profile 
of the income group. The company should also try to make its package 
more attractive to other income group as well. 
( 7 7 ) 
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Redefining Paradigms. 
Corporations that change, succeed. 
But corporations that drive change, excel 
Knowing where \ou will be tomorrow is essential 
Making >our own tomorrow is crucial 
\ tomorrow born of 
original, radical thinking 
As uniqueK diftercni minds 
work in unison in Escotel s empowered environment 
To create and proxide the finest telecom services that will 
alwa\s exceed the expectations of our customers and investors 
In the process, helping us build a world class telecom services enterprise, 
distinclnc and successful in e\er\thing it does 
Chapter-7 
Conlcusion 
Recommenations 
Limitations 
( 78 ) 
CONCLUSION 
Although most of the people are aware of the fact that Escotel is 
providing services in Aligarh and other places of U.P. West. But they are 
not sure of hov^  it really works ? or how exactly It provides services and 
what are the specific benefits drawn from cellular. So in a way prospective 
customers have a confession but it is a constructive confusion which will 
help in long term. 
A fact v^ich came out as a major buying criteria Is that most of the 
people are very much concerned about the initial prices which they have 
to pay, i.e., the handset prices and subscription charges. People still 
think tv^ce before paying for the products v«4iich are intangible like cellular 
services. 
Through the survey, it was found that there is a potential market of 
cellular phone buyers in Aligarh v^ich is yet to be penetrated with some 
additional strategies along with the strategies of the company being 
implemented presently. 
Majority of the users as well as non-users agree that cellular phone 
is a useful commodity. Now, their criteria for buying a cellular phone has 
( 7 Q ) 
become need based. Earlier it was a status symbol but now It is no 
more treated as a status symbol. Those who think that cellular phone is 
a status symbol have already bought it. 
Promotional activities succeeded in creating basic awareness so 
the next stage of promotional activities must be to provide complete 
information about cellular as well as its services to the target segment. 
For that a workshop on the working of cellular is the suitable option. 
The company must ensure complete information to those who have 
purchasing power and real utility for cellular. Targeting those who have 
real value associated with cellular must be the strategy of Escotel for 
long run. 
Although Usha may have some good points, its services are 
expensive in long run. This should be communicated. 
This current survey will provide the exact nature of the families, who 
are the prospective customers, and by this it will be easier to use the 
channel for promotional activities. 
Escotel should emphasize on using innovative concept to provide 
better services to the customers, rather then offered by their competitors. 
In this way they can prove themselves better than competitors. 
(B f l ) 
Explaining them what their services along with the product can do 
for them (customer), customers should be important part of the strategy 
to win over customers. They should expose their customer to the feel of 
their product and services, in this way chances of progress is more. 
So the company should offer the range of services alongwith their 
product so that it can give maximum performance, quality and features 
for their money and for this purpose they have improve over the existing 
quality of product and services, according to customers need, and let 
them show what the company has to offer. 
(81) 
RECOMMENDATIONS 
1. Although there is a high level of awareness about Escotel. but low 
awareness about the exact nature of facilities offered by it. So the 
advertisement compaign must be such that major attributes of Escotel 
Cellular Services are highlighted. 
2. Exporters and manafacturers comprise the major segment of Escotel 
customer base, so regular contact with them must be maintained 
through customer care cell. 
Feed back must be regularly taken from them. 
3. After identifying prospective customers such as those who said that 
they will subscribe within a month, their follow up must be done through 
sal6s executives. 
4. Customer care cell must have a technical wing where problems related 
with SIM card, handset etc, could be handled efficiently and promptly. 
5. Escotel should adopt an innovative marketing technique like multilayer 
marketing to expand value added aspect of the product and services. 
6. If changes are to take place, be it In airtime, prices or otherwise, the 
company should intimate the customer much before the actual changes 
take place. This would create less confusion and increase the brand 
loyality. 
( 8 2 ) 
7. In a competitive business environment where all competitors meet 
the customer requirements, it is not enough to meet customer's 
expectations. To attract customers and to retain them, one needs to 
capture the customers by providing them something more than what 
they are expecting. 
8. The complaint handling department should be fast enough likewise : 
Receipt of complaint and initial response. 
Investigation into the complaint and reporting. 
Delivering a final response to the complaint. 
Communication to the complaint. 
Corrective action and followup as soon as possible. 
9. They should improve the level of customer satisfaction by adopting 
these strategies. 
Identify customer needs and expectations. 
Measure customer satisfaction. 
They should regularly develop and improve their plan. 
10. In order to build upon the theme of Escotel Sansar, the company 
should try to position itself as a trustworthy and everlasting partner 
"AS WE DO WHAT WE SAY". 
(83) 
LIMITATIONS 
Since the questionnaire was dealt personally and certain questions 
were also explained to the respondents. Some respondents might 
have been influenced by the behaviour of or from the view of the 
surveyor. 
Time constraint in the survey has limited the sample size. 
As the scope was limited to the city of Aligarh, different views of 
different views of different people belonging to different areas could 
not be collected. 
Though people were aware of cellular phone services, still they had 
a lot of biases and misconceptions. 
Prospective customers such as brass exporters and lock 
manufacturers were very busy. So, even repeated visits could not 
evoke desired response. 
(fi4) 
QUESTIONNAIRE 
MARKET ANALYSIS TO IDENTIFY POTENTIAL CUSTOMER 
SEGMENT IN ALIGARH CITY ON CELLULAR PHONE 
Name: Age 
Address (Res.) Ph. No. 
Address (Off.) Ph. No., 
Profession: Manufacturer, Exporter, Trader, Doctor, Lawyer, CA, Engineer, Teacher, 
Architect and Agent. 
If any other, please specify 
1. Do you know companies offering cellular services in Aligarh? 
( ) Yes ( ) No 
Please name here 
2. If "yes" how you have come to know of them. 
( ) Relatives ( ) Friends 
( ) Television ( ) Hoardings 
( ) Sales Representative 
( ) Other sources, please mentioned 
3. Recently you are availing services of 
( ) Escotel ( ) Ushaphone 
( ) None 
4. What are the reasons of your subscribing? 
( ) Brand image ( ) Services 
( ) Competitive Price 
( ) If any other specify 
5. How long you are away from the office? 
( ) Maximum one hour ( ) 1-3 hours 
( ) More than 3 hours 
6. Do you feel that your clients/patients/customers cannot contaotyou. 
( ) Often ( ) Occasionally 
( ) Never 
7. In what way Mobile phone is better than P&T. 
(8S) 
8. Do you know about Escotel Mobile (Cellular) service charges per call? 
( ) Yes ( ) No 
9. Are you familiar with services of Escotel? 
(a) No STD charges between 21 cities - Escotel Office in all the 21 cities. 
( ) Yes ( ) No 
(b) Minimum charges @ Rs. 3/- per minute. 
( ) Yes ( ) No 
10. Do you have business links or family links in any of the cities in Western U.P.? 
Name the cities 
11. Do you think that cellular phone services are 
) of some use ( ) of great use 
) of essential utility ( ) useless 
12. Do you think cellular phone services here are. 
) Very expansive ( ) Reasonably priced 
) Cheap 
13. 
14. 
15. 
16. 
17. 
18. 
f you are not using presently would you like to subscribe to cellular service 
within 
) one week ( ) two week 
) one month ( ) more than one month 
Do you know about incentives of Escotel? 
) Yes ( ) No 
f "yes" which scheme you are looking for to buy cellular phone service. 
) Freeairtime ( ) IXscount 
) Free Gift ( ) Instalment 
) Any other please specify 
What features do you find most attractive in the company Escotel. 
) 24 hours customer care service. 
) Own network ( ) Roaming facility 
) Low air tariff ( ) \^der coverage 
) If any other specify 
How do you rate companies advertising campaign. 
) Very effective ( ) Good 
) Average ( ) Poor 
How would you rate companys public awareness programs? 
) Very good ( ) Good 
) Average ( ) Poor 
(fi6) 
19. How would you rate the company. 
( ) Excellent ( ) Good 
( ) Fair ( ) Poor 
20. Your Family Income (p.m.) 
( ) Less than 5000 ( ) 5000-10000 
( ) 10000-15000 ( ) 15000 and above 
( 8 7 ) 
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